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BAB 5 
SIMPULAN DAN SARAN 
 
5.1. Kesimpulan 
Berdasarkan hasil penelitian dan pembahasan pada bab sebelumnya 
dapat ditarik beberapa kesimpulan guna menjawab rumusan masalah. 
Beberapa kesimpulan tersebut terdiri dari: 
1. Variabel merchandise attractiveness berpengaruh terhadap positive 
affect pada konsumen toko online di Surabaya. Hasil ini menunjukkan 
bahwa hipotesis yang berbunyi “Merchandise Attractiveness 
berpengaruh terhadap positive affect pada konsumen toko online di 
Surabaya”, dinyatakan terbukti. 
2. Variabel site ease of use berpengaruh terhadap positive affect pada 
konsumen toko online di Surabaya Hasil ini menunjukkan bahwa 
hipotesis yang berbunyi “Site ease of use berpengaruh terhadap positive 
affect pada konsumen toko online di Surabaya”, dinyatakan terbukti. 
3. Variabel enjoyment berpengaruh terhadap positive affect pada 
konsumen toko online di Surabaya. Hasil ini menunjukkan bahwa 
hipotesis yang berbunyi “Enjoyment berpengaruh terhadap positive 
affect pada konsumen toko online di Surabaya”, dinyatakan terbukti. 
4. Variabel website communication style berpengaruh terhadap positive 
affect pada konsumen toko online di SurabayaHasil ini menunjukkan 
bahwa hipotesis yang berbunyi “Website Communication Style 
berpengaruh terhadap positive affect pada konsumen toko online di 
Surabaya”, dinyatakan terbukti. 
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5.2. Saran 
Berdasarkan kesimpulan yang telah diuraikan diatas, maka peneliti 
akan memberikan saran dan masukan yang perlu diperhatikan oleh pihak 
took online Olx.com guna perbaikan kedepannya, saran tersebut terdiri dari: 
1. Bagi perusahaan 
Diharapkan hasil penelitian ini dijadikan bahan pertimbangan dalam 
meningkatkan Mechandise Attractiveness, Ease of use, Enjoyment, dan 
Website Communication Style, dan dapat menambah daya tarik yang 
ada dalam penataan layout sehingga akan menimbulkan rasa 
kesenangan pelanggan dalam berbelanja di OLX.com.  
2. Bagi Peneliti selanjutnya 
Diharapkan penelitian ini dijadikan bahan rujukan dan diharapkan pula 
untuk menambahkan atau mengembangkan variabel lainnya sehingga 
hasil penelitian selanjutnya akan semakin baik serta dapat memperoleh 
ilmu pengetahuan yang baru. 
 
 
 
 
 
 
 
 
 
 
 
 
 
64 
 
 
DAFTAR KEPUSTAKAAN 
 
 
Bandura, A., 1982, Self-efficacy mechanism in human agency. American 
Psychologist, Vol. 37, No. 2: 122-147. 
 
Becherer, R., C.,  Halstead, D., 2004, Characteristics and internet  
marketing strategies of online auction sellers, International 
Journal of Internet and Enterprise Management Vol. 1, No. 1: 24-
37. 
 
Cheema, U., M. Rizwan., R. Jalal., F. Durrani., & N. Sohail. 2013. The 
Trend of Online Shopping in 21st Century: Impact of Enjoyment in 
TAM Model. Asian Journal of Empirical Research. Vol. 3, No. 2: 
131-141. 
 
Cho, N., and Park, S., 2001, Development of electronic Commerce user-
consumer satisfaction index (ECUSI) for internet shopping, 
Industrial Management & Data Systems, Vol. 101 No. 8: 400-6. 
 
Cho, Y. C., & Sagynov, E. 2015,  Exploring Factors That Affect Usefulness, 
Ease Of Use, Trust, And Purchase Intention In The Online 
Environment. International Journal of Management & Information 
Systems, Vol.19, No.1, pp. 21-36. 
 
Taylor, C., dan Parboteeah, V., 2010, Winery Websites: Effectiveness 
Explored, Journal of Business Administration Online Vol. 9, No. 2. 
 
Davis D., 1989, Perceived Usefulness, Perceived Ease of Use, and User 
Acceptance of Information Technology, Management Information 
Systems Research Center,  Vol. 13, No. 3: 319-340. 
 
Davis, D., 1992, Extrinsic and intrinsic motivation to use computers in the 
workplace, Journal of applied social psychology, Vol. 22, No. 11: 
1111-1132. 
 
Dolen, W. dan Ruyter K., 2008, The Effect of Humor in electronic Service 
Encounters, University of Amsterdam. 
 
Ethier, J., Hadaya, P., Talbot, J., Cadieux, J., 2008, Interface design and 
emotions experienced on B2C Web sites: Empirical testing of a 
65 
 
 
research model, Information & Management Vol. 43 No. 5: 627-
639. 
 
Frijda, Nico H., Kuipers, Peter, Schure, Elisabeth, 1989, Relations among 
emotion, appraisal, and emotional action readiness, Journal of 
Personality and Social Psychology, Vol. 57, No. 2: 212-228. 
 
Grewal, D., lyer, G. R., Krishnan, R. and Sharma, A., 2003, The Internet 
and the price-value-loyalty chain, Journal of Business Research, 
Vol. 56 No. 5: 391-8. 
 
Ha, S.H., Bae, S.M. and Park, S.C., 2002, Customer’s timevariant purchase 
behaviour and corresponding marketing strategies: an online 
retailer’s case, Computers & Industrial Engineering, Vol. 43 No. 
4: 801-20. 
 
Hair, J. F., Anderson, R.E., Tatham, R.L. Black, W.C., 1998, Multivariate 
Data Analysis, Fifth Edition, New Jersey: Prentice-Hall, Inc. 
 
Hills G., E., 2005, The Mediating Role of Self-Efficacy in the Development 
of Entrepreneurial Intentions. Journal of Applied Psychology, Vol.  
90, No. 6: 1265-1272. 
 
Hsu, C.L. and H.P. Lu, 2004, “Why Do People Play On-line Games? An 
Extended TAM with Social Influences and Flow Experience,” 
Information & Management, Vol. 41, No. 7: 853-868. 
Igbaria, M., 2000, An exploratory investigation of the antecedents and 
impact of internet usage: An individual perspective, International 
journal of information management: 69-85 
 
James, W., Ph.D. 1890, The Consciousness of Self, Journal of Cosmology, 
2011, Vol. 14. 
 
Jia Shen, 2012, Social Comparison, Social Presence, And Enjoyment In The 
Acceptance Of Social Shopping Websites, College Of Business 
Administration, Rider University. 
Jogiyanto, H., 2007, Model Kesuksesan Sistem Teknologi Informasi. 
Yogyakarta: Andi. 
 
Kim, J., Lee, J., Han, K., & Lee, M. 2002, Businesses as Buildings: Metrics 
for the  Architectural Quality of Internet Businesses. Information 
Systems Research , 13 (3), 239 254. 
66 
 
 
 
Kotler, P. dan Amstrong, G., 2001, Prinsip-prinsip Pemasaran, Jilid 1,Edisi 
Kedelapan, Jakarta: Erlangga. 
 
Kotler, P. dan Keller, K.L., 2008, Manajemen Pemasaran, Edisi 
Ketigabelas, Jilid kedua, Jakarta: Erlangga. 
 
Kurniawati, D., Suharyono. dan Kusumawati, A., 2014, Pengaruh Citra 
Merek Dan Kualitas Produk Terhadap Kepuasan Dan Loyalitas 
Pelanggan (Studi Pada Pelanggan KFC Cabang Kawi Malang), 
Jurnal Administrasi Bisnis, Vol.14, No. 2: 1-9 
Laohapensang, O., 2009, "Factors influencing internet shopping behaviour: 
a survey of consumers in Thailand", Journal of Fashion Marketing 
and Management: An International Journal, Vol. 13 No. 4: 501-
513. 
 
Laros, Fleur J. M., & Jan Benedict E. M. Steenkamp, 2005, Emotions in 
Consumer Behaviour: Hierarchical Approach, Journal of Business 
Research, Vol. 58: 1437-1445 
 
Lazarus, Richard, S., 1991, Cognition and motivation in emotion.  American 
Psychologist, Vol 46 No. 4: 352-367. 
 
Novak Thomas P., 2000, Measuring the Customer Experience in Online 
Environments: A Structural Modeling Approach, Vanderbilt 
University Vol. 19 No. 1: 22-42. 
 
Naceur Jabnoun, Hussein A. Hassan Al‐Tamimi, (2003) Measuring 
perceived service quality at UAE commercial banks, International 
Journal of Quality & Reliability Management, Vol. 20 No. 4: 458-
472. 
Paramita, A., O.,  Arifin Z., dan Sunarti, 2012, Pengaruh Nilai Belanja 
Hedonis Terhadap Pembelian Impulsif Pada Toko Online Dengan 
Emosi Positif  Sebagai Variabel Perantara, Jurnal Administrasi 
Bisnis, Vol. 8 No. 2. 
 
Parboteeah, D., V., 2005, A Model of Online Impulse Buying: An Empirical 
Study, Dissertation, Department of Information Systems, 
Washington State University. 
 
67 
 
 
Parkinson, B., 1994, Emotion, In A.M. Coleman (Ed.), Companion 
encyclopedia of psychology, Vol. 2. London: Routledge. 
 
Pusparani, P.A.Y. dan Rastini, N.M., 2013, Pengaruh Kualitas Produk Dan 
Brand Image Terhadap Kepuasan Konsumen Dan Loyalitas 
Pelanggan Kamera Canon Digital Single Lens Reflex (Dslr) Di 
Kota Denpasar, Skripsi, Fakultas Ekonomi dan Bisnis Universitas 
Udayana, Bali. 
 
Reisenzein, R., 2009, Emotional Experience in the Computational Belief–
Desire Theory of Emotion, Institute of Psychology, University of 
Greifswald, Germany. 
Roseman, Ira J., Smith, Craig A., 2001, Appraisal theory: Overview, 
assumptions, varieties, controversies, New York, NY, US: Oxford 
University Press, Vol. XIV, No. 478: 3-19. 
 
Shankar, V., Smith, A.K. and Rangaswamy, A, 2003, Customer satisfaction 
and loyalty in online and ofﬂine environments, International 
Journal of Research in Marketing, Vol. 20 No. 2: 153-75. 
 
Shirmohammadi, M., dan Ebrahimi M., 2014, Investigating and prioritizing 
the effective factors on online impulse buying in electronic 
commerce (case study: discount group sites in Iran), European 
Journal of Business and Management Vol.6, No.4. 
 
Singh, (2003) "Consumer privacy and the Internet in Europe: a view from 
Germany", Journal of Consumer Marketing, Vol. 20, No. 2:634 – 
651. 
 
Sugiyono., 2010, Metode Penelitian Kuantitatif Kualitatif dan R&D, 
Bandung: Alfabeta. 
   
Strack, F., Martin, Leonard L., Stepper, S., 1988, Inhibiting and facilitating 
conditions of the human smile: A nonobtrusive test of the facial 
feedback hypothesis, Journal of Personality and Social Psychology, 
Vol. 54, No. 5: 768-777. 
 
Thong James Y., L., 2006, The effects of post-adoption beliefs on the 
expectation-confirmation model for information technology 
68 
 
 
continuance, International Journal of Human-Computer Studies 
Vol. 64, No. 9: 799–810. 
 
Utomo, C., 2009, Computational intelligence in multi-criteria decision, 
Yogyakarta : Andi. 
 
Verhagen, T. dan Dolen, W., 2011, The Influence of Online Store Beliefs on 
Consumer Online Impulse Buying: A Model and Empirical 
Application, Information and Networks, Faculty of Economics and 
Business Administration, VU University Amsterdam, Netherlands. 
 
Widianto dan Community, 2011, Menuju Sistem e-Goverment Terpadu dan 
Handal Berbasis Cloud Computing, Semarang: Jurnal sistem 
computer. 
 
Wolﬁnbarger, M., dan Mary, C., 2003, eTailQ: dimensionalizing, measuring 
and predicting etail quality, College of Business Administration, 
California State University. 
 
 
 
 
 
